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摘  要 
科学技术日新月异的发展和互联网应用的深入普及，丰富了人们获取音乐的
方式，使之变得越来越多样化且便捷化。而近年来直播技术在互联网上的广泛应
用更促使“在线音乐直播”这一新的视听模式的出现。这次音乐与直播的融合能
否为音乐产业带来变革和新生？依靠什么样的商业模式存活？能否为从业者和
音乐人带来持久的收入来源？这些是笔者希望探寻的在线音乐直播发展之路。 
本文以在线音乐直播为主要研究对象，运用迈克尔·波特（Michael Porter）
的价值链理论作为主要研究方法，借鉴文化经济学、文化市场学、文化产业学等
相关学科理论，参考行业内相关研究报告，并通过网络田野调查获得相关数据，
探索在线音乐直播的商业模式。 
全文分为六个部分。第一部分介绍本篇论文的研究背景、相关论题研究综述
以及文章的主要研究方法；第二部分对“在线音乐直播”一词做出了概念界定，
简要描述在线音乐直播的基本情况，并对在线音乐直播及视频直播行业的发展历
程和现状进行梳理和分析；第三部分通过市场状况、价值链构建、营销模式、盈
利模式四个方面分析在线音乐直播的商业模式；第四部分在前文研究的基础上，
提出并剖析现阶段在线音乐直播商业模式发展存在的问题；第五部分为探寻在线
音乐直播商业模式的创新发展之路提供思路和建议；第六部分是对全文研究的总
结，并提出研究的不足之处。 
 
关键词：在线音乐直播；商业模式；价值链理论 
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Abstract 
Nowadays, with the rapid development of science and technology, music are 
becoming more accessible and diversified. The “online live music” is a new 
audio-visual mode, it derive from the high-tech of broadcast and progressively be 
accepted by the commons. Does the traditional music and the live technology can get 
a good combination together? If the audio-visual mode can facilitate an industrial 
revolution and bring a steady income for practitioners and musicians? What kind of 
business model can provide it living space? All above the questions are the keys of 
this thesis.  
 
In this dissertation, the online live music will be the research object and the main 
research methods will based on the theory of the value chain by Michael Porter. Draw 
cultural economics, cultural marketing, cultural industries and other related 
disciplines, referring the relevant research reports in the industry, obtaining the 
relevant data from the field survey, to explore the online music live business model. 
 
This article is divided into six parts. The first section introduces the research 
background, the research overview and the main method. The second section defines 
concept of the “online live music”. This part briefly introduces the current situation 
of online music live and analyzes the development and living situation of online 
music live. In the third part, this paper mainly describes the online live music 
business model. This part includes marketing model, profit model as well as 
relationship between the upstream industry and the downstream industry. Based on 
the previous research, the fourth chapter brings the underlying causes and 
problems forward that accompanying with development of “online live music”.  
The fifth section is to explore ideas and suggestions for the innovation and 
development of business model of online live music. The sixth section is the 
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summary of the full text, and introduce the research deficiencies. 
 
Key Words: Online Music Live; Business Model; Value Chain Analysis
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